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In y2002, with more and more auto 4S stores and after-sale service enterprises 
growing, auto consumption in China has entered a booming stage.With the 
development, auto after-sale market grows rapidly and will be the only profit area in 
this industry. Whether to find a new developing model(especially in rapid repair field) 
or not,will heavily determine the fate of auto after-sale service providers. Chinese 
auto enterprises start later than other countries, as a result it’s not well-regulated. It 
needs time before developing model and human resource get mature. Auto after-sale 
service enterprices rely on themselves to find a way out. 
The thesis will try to construct a full competition strategy framework for DC 
Auto based on Porter 4Ps competitioin strategy.. It will first define the opportunity 
and threats for DC auto by PEST and Five-Force Model tools internally and externally. 
Based on SWOT analysis, the vision of DC auto is put forward as ---“Being a 
personal auto service provider with comprehensive and regional chain stores”. DC 
auto also defines it's future with the marketing tools such as tied marketing, Blue 
Ocean Strategy, club marketing and outsourcing--- to 1)benchmark personal vehicles 
service brand , 2）build chain stores and 3）set the brand of fast M&R service. 
 
 


















第一章  绪论 
1 
第一章  绪论 
第一节  研究背景及目的意义 
 







据国家统计局 2008 年 2 月 28 日发布的《2007 年国民经济和社会发展统计
公报》中指出，截止 2007 年末，中国民用汽车保有量达到 5697 万辆(包括三轮
汽车和低速货车 1468 万辆)，其中私人汽车保有量 3534 万辆，私人汽车保有量
中，私人轿车占 1522 万辆
②
。2007 年度，中国汽车产销双双超过 880 万辆，同












                                                        
①资料来源：吴开诚著，《汽车营销革命：从日本、美国到中国》，机械工业出版社，2008 年 1 月 P1-2 页 
②资料来源：http://auto.163.com/08/0229/15/45SNDQQN000816HJ.html 
































规范，市场呈自发、松散、盲目发展状态。截止 2007 年底，中国汽车维修后市 
场已涌现二十几万家的汽车维修保养店，并形成汽车 4S 店、路边店、快修连锁
店以及综合保修厂四种经营模式。同时，随着国内汽车后市场的成熟，国外汽车
                                                        
①资料来源：吴开诚著，《汽车营销革命：从日本、美国到中国》，机械工业出版社，2008 年 1 月 P6 页 




























































































































































第二章  竞争战略理论综述 





























                                                        
①资料来源：[美] 迈克尔•波特著，高登第译：《竞争论》，中信出版社, 2003 年 1 月 P4-25 页 
②资料来源：[美] 迈克尔·波特著，书文译：“什么是战略”，《哈佛商业评论》，2004 年 1 月，P71－P91 页 













Degree papers are in the “Xiamen University Electronic Theses and Dissertations Database”. Full
texts are available in the following ways: 
1. If your library is a CALIS member libraries, please log on http://etd.calis.edu.cn/ and submit
requests online, or consult the interlibrary loan department in your library. 
2. For users of non-CALIS member libraries, please mail to etd@xmu.edu.cn for delivery details.
厦
门
大
学
博
硕
士
论
文
摘
要
库
